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Effect of Perceived Value on CRM Quality and Purchase Intention in the
Corporate Social Media Context
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Abstract

Corporate social media has been recently used in customer relationship management in many ways

to improve product sales and company images. Not much research exists on corporate social media,

Therefore,

in this paper, we propose a research model to identify how corporate social media

enhances corporate's CRM quality, resulting in forming customer's purchase intention. In detail, this

paper is to examine how customer's perceived value of corporate social media influences CRM

quality(CRM trust and CRM commitment), and then how CRM quality affects purchase intention. To

this end, a total of 300 questionnaires were used from online panel respondents to test research

hypothesis. The findings showed that service performance value and monetary value were major

determinants of CRM trust, however, there was no association between brand integration value and

CRM trust. In addition, the effects of service performance value and brand integration value on CRM

commitment were found whereas monetary value had no effect on CRM commitment. The results also

showed that CRM trust and CRM commitment played a critical role in forming of purchase intention.

Theoretical and practical Implications are discussed.
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Fig. 1. Research Model
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Questionnaires Development
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7}x]+= Carlson et al.[14]9} Lee et al.[19]9] Aol AF&

d 54382 719 28vHe) 830 A AT F
A2 A ARE © Wb ol 3k 719 28vdel Wt
A3k A28 JHA AZIRESPVD @ Wt o) g3k

719) adnt]ole] Au)2 EQo] ETh(SPV2) @ 7} o) g3t
£ 719 2Antole v F249l /15T g THlstel
AHu| 25 A FFTH(SPVI) 5 Al e A= o= T8

FAH e O W o183t 719 Aavitela e A
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o gahe 719 LAvIHelAE AF E Aulze] ts o
# MR AL NIV @ 7t ol
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2. Subjects and Procedures

2 AFdAE 71E 28975 EUE 27" 7 (A fu A
s 7K, 244 74, BdE §3 7HX), CRM #4(CRM
212, CRM £9)3 7 9% F 671 A7-wHpo] diek A3

B3} duk MEIES ghsle] HEAS el
7oA w2 adnielz spg ol ZgatE 4A4n]
2%d, 912 33 Folt)

o dHolag, EQE, J17kS
S 54, st Hlojak solA], KB=Hl 7h= 3 li%:';
A Fo]a% Fo]A|, ool dE ESH,

o
| SK A

43 E9E 5 2L 71950 34 24nto] HelAE ¢
3
o]

R

oﬂ,rﬂé&ﬂ,

of 2AlEle] o8 ol el 710*4 24 Mﬂum

Aol Axraho] vheket Al

!
_O|L
s

=
)
R
o
e
Sy
2,
X
o
ot
>

i)

4y X o
N
2

A 719 24rielel ole4gel i A
2 S e &
oFlsfA] 20161 690l Mo
w3 5 300709] AlelElE o
q

=
=
=Ag=e] Ae, AT B, 4R

AUAp )
oo T

i)
i
to Ho

V. Research Results

1. Sample Characteristics and Descriptive
Statistics of Measurement Items
AE-sEAke B4 ta 2k AESHA F 50%7F 4
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33.3%, 30-39417} 33.3%, 40-49417} 26.3% = e} 20T
A 40t7F A AL ttE ARG, 50-5941=
%S AU, w&5EE 1F] 19.0%, Eo| 71.3%,
gk £9do] 9.7%= E AE-SHA} g AA ST
AE-SHEARY E49 2008 9 old 20%, 201%H-400%F
< ola7) 36.3%, 4017+9-600%F ¢ o3}t 25.7%, 601%H]
-800%+ ¢ o|al7t 11.7%, 800+ ¢ o)ido] 6.3%= Lrelwtt).

ARSI} o] gdh s BE AAutjold] tidk xAF A}
ofg] 7)¢] AEvt]olE FHORZ A A9 Wkon,
Ho]AR(271%), 7L~ E(219%), <A<ERIA(17849),
EE(1509), 2F1(1169), AEH2E(18%) T2 el
o AESHEA A Har Adnto] o] & Ak 17 A
S} 47.0%, 227 BAEI} 25.0%% VERgon A4 t]e]
o] & 717+ 4d o]ido] 48% % 7HF Wekal, 21d-3y, 3W-4
o] 747} 17.3% =2 UElgth 3 99 B 719 24t
o] & AJ7HS 1AM Rke] 62.7% % ZF4 Weka, 1A o] Ak-2
Az eto] 1792 JeRgt)

Table 1. Descriptive Statistics of Measurement Iltems

ltems N | Minimum | Maximum Mean S.D.
SPVA 300 1 5 3.2033 | 0.76416
SPV2. | 300 1 5 3.35 0.74117
SPV3 300 1 5 3.1733 | 0.79081
MVA 300 1 5 3.1233 | 0.81054
Mv2 300 1 5 3.15 0.8265
MV3 300 1 5 3.02 0.82576
BIV1 300 1 5 3.3433 | 0.79218
Blv2 300 1 5 3.32 0.77434
BIV3 300 1 5 3.2067 | 0.76106
CRMT1 | 300 1 5 3.2933 | 0.76763
CRMT2 | 300 1 5 3.07 0.80036
CRMT3 | 300 1 5 3.0633 | 0.83365
CRMT4 | 300 1 5 3.0467 | 0.84866
CRMT5 | 300 1 5 3.1833 | 0.78642
CRMC1 | 300 1 5 3.1067 | 0.8432
CRMC2 | 300 1 5 2.8367 | 0.95202
CRMC3 | 300 1 5 2.8867 | 0.91831
CRMC4 | 300 1 5 2.9167 | 0.89015
PI1 300 1 5 3.4533 | 0.80206
P12 300 1 5 3.2867 | 0.84074
PI3 300 1 5 3.29 0.81739
Valid N
(Iisa,tvase) 300

2. Validity and Reliability Test

oA 2o AASE 67] ARG ik SAEHE 9
A#AE Cronbach'aE o]&3t AF3IRY. A 2y

Cronbach’a gte]l MM A5 7k 0.797, 4% 7HA+=
0.841, B¥= F3 71x+= 0.861, CRM A1+ 0.907, CRM
YL 0.852, 28]al v 9E 0.876 2= el 72+ A
TG SAFE g Cronbach'a o] EF 0.7¢]1322

3 A453817] 938 AMOS Version
14 931 BA& AAESITHTable 2 #2).

8 MIN/DF= 2.027, GFI& 0.892, IFI
= TLIE= 0948, CFIE= 0.957, RMSEA: 0.059% e}
U SARFo] Agsivta Bri[49]. A7 7HEES HF3]l
FEFGA T eSS B0t WA A

E SATE 128 A7 0.5 o]
a1, 53212 A9 (Composite Reliability)7F 0,7 o]/deln], 33
TEAHEFk(Average Variance Extracted)©] 0.5 o]4o] g
T} Table 204 HolF= nje} o] BE SA3E0]
T 055 d3lsta, BlEAGet gz flol
Z17F 713 1 0.77F 055 B A33lstar oltk. whepa] 2 Aol
A AN A M) FFERAS FEEATHE0].

9
o
Jot
T

Table 2. Confirmatory Factor Analysis Results, CR, AVE

Latent Factor
Variable Item Loading t-value | CR AVE
1.Service SPV1 728 -
Performance SPV2 734 11.967 (0.796 | 0.566
Value SPV3 793 12.883
2.Monetary MV 851 .
Value MVv2 .826 16.27510.843|0.643
MV3 723 13.701
3.Brand BIV1 .801 -
Integration BIV2 .848 15.666 | 0.862|0.676
Value BIV3 .816 15.041
CRMT1 .759 -
CRMT2 .816 14.800
4.CRM Trust CRMT3 .822 14.924 10.908 | 0.664
CRMT4 .848 15.477
CRMT5 .827 15.031
CRMC1 713 -
5.CRM CRMC2 725 11.679
Commitment | CRMC3 .841 13.388 (0.855(0.597
CRMC4 .804 12.878
PI1 .813 -
ler{tzl:tic::% PI2 817 [15.709|0.878 | 0.706
PI3 .889 17.231
x2= 352.710, DF = 174, CMIN/DF = 2.027, P value =
0.000, GFI = 0.892, AGFI = 0.857, IFl = 0.957, TLI =
0.948, CFl = 0.957, RMSEA = 0.0590
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AVE®] Al 2 dAdskaL Sl=
o FHPA % Bk #A vehd & ATelA AAE 2 W
5 o] WS SRt

¢

Table 3. Results of Discriminant Validity

Variable |[Mean | S.D. 1 2 3 4 5 6

1 3.24 | 646 | .752

2 3.10 | .715| .639* | .802
3 3.23 | .642 | .662x% | .770%* | .822
4 3.18 | .690 | .697+* | .695%x | .661x*| .815

5 2.94 | 751 | .621x* | .578%x | 631+ |.686%*| .773

6 3.34 | .734 | .612x* | .549%%| .616%= |.630* | .513**| .840

1.Service Performance Value, 2.Monetary Value, 3.Brand Integration
Value, 4.CRM Trust, 5.CRM Commitment, 6.Purchase Intention
**_ Correlation is significant at the 0.01 level (2-tailed).
# Diagonal elements represent the square root of variance shared between the
constructs and their measures, the off-diagonal elements are the correlations

among the constructs

3. Assessment of Structural Model

2 AT = A dre gk AT el o] e
o] AMOS Version 16& ©]§3to] 7 23] A3twe} 714
S AF3H . x27) 366.067, RMSEAZF 0.060, GFI7} 0.887,
IFI7} 0.955, TLIZ} 0.946, CFI7} 0.955% Jeh} d7Rge
et Ao JePTh49]. A7RE ] A et dr Fo
AT 7HAE Ass A3 e Zh

A, AH 2 A% 7E1(B=0.601, p<0.001)¢} T4 712
(B=0.309, p<0.001)% CRM Aol o]k FFollA 342
ol 8-S oIt} Whde] HAE E§ 7px|= CRM AE 9} #
o] gl Aow Ve th(=0.008, p>0.1). webA A7}
A H1_1, H1_2% AAERAR, H1_32 7|75 AT

A4 Au)x A 7EX(B=0.552, p<0.00D)%} Bal= &
7}2)(8=0.187, p<0.05)7F CRM =0 449 J3s F=
Ao e Ahdel 74 7kx)(8=0.102, p>0.1)7F CRM
EQlo] o}Fd TS F4 P Aoz yeyith wehd A3
7Wd H2_1, H2_3& AA =L, H2 2+ 7] =it

rooot

mxeto 2 CRM Al#(B=0.617, p<0.00D)+& i &%
o) Al dEFE vAE Ao® JEhgen, CRM EY9(B
=0.154, p<0.05)% vl SJ=e] G F+ Ao=E YePRTh
upebr] A7 7Hd H3Y H4E A A S

ol’del A 7 AT A3E acokshd Fig 2.9k

Perceived Value — CRM quality —— Purchase Intention

Service
Performance
Value

0.601(4.732)***

0.617(7.438)*

Purchase
Intention

Monetary

0.154(2,040)*

0.187(2.084)*

Integration
Value

# p <0.05, #x p <0.001, F3ote] = t-#UY
Fig. 2 Results of Assessment of Structural model

V. Discussion and Conclusions
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